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Introduction 
Southern Tide, and similar brands, are referred to as southern lifestyle brands. These 
brands claim to market to “the classic Southerner”, and through clothing, attempt to communicate 
the life experiences and emotions collectively held by native southerners. Southern Tide, the most 
popular southern lifestyle brand, was launched in 2006 and experienced a 3,121% growth rate in 
three years (“How Do You Achieve”, 2012). In subsequent years, several other similar clothing 
lines were developed such as Southern Proper and Southern Shirt Company. Based on the fact that 
the growth of southern lifestyle brands occurred during the second largest economic downturn in 
US history, their expansion and success is intriguing. The identification of specific factors that set 
southern lifestyle brands apart from other clothing brands could be valuable for the field of 
clothing and consumer studies.  
 
Literature Review and Conceptual Framework 
The functionality of a consumer product is not the only factor consumers consider when 
deciding to purchase a good, and symbolic qualities associated with consumer brands are 
frequently the principal motivator behind purchase decisions (Maehle, Otnes, & Supphellen, 
2011). The construct of brand personality offers an explanation into how consumers develop and 
identify symbolic qualities associated with brands. The most widely cited definition of brand 
personality is “the set of human characteristics associated with a brand” (Aaker, 1997). Aaker 
(1997) introduced the most widely used 42-item scale brand personality framework, which reveals 
five distinct and robust personality dimensions. Aaker’s brand personality research is based on a 
set of brands across a wide variety of product categories. However, recently several scholars have 
suggested the advantages of focusing on a specific area of application in brand personality 
research (Valette-Florence & De Barnier, 2013). 
In conjunction with brand personality, consumer bias toward a certain country or region 
also influence consumer brand preference and buying decision (Shimp, Dunn, & Klein, 2004). The 
southeastern US possess a unique culture primarily due to its distinctive history and southern 
identity (Thompson, 2007). Southern lifestyle brands represent southern culture and lifestyle, so 
we believe these brands should possess a unique brand personality. The purpose of the current 
study is to identify brand personality dimensions of southern lifestyle brands and further to 
empirically investigate the impact of brand personality on key dependent variables in consumer 
behavior. The specific objectives of this research are: 1) Identify the brand personality construct of 
southern lifestyle brands; 2) Empirically investigate the impact of brand personality on perceived 
quality, brand attitude, and purchase intention; and 3) Investigate the relationships among 
perceived quality, brand attitude, and purchase intention. This conceptual framework of this study 
is shown in Figure below.  
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